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Dear Chairman Genachowski:

April 19, 2010

I am writing as the President and Chief Executive Officer of Outdoor Channel, an independent cable network
focused on hunting, fishing, and outdoor adventure. We appreciate the opportunity to share our perspective on
the pending merger between Comcast and NBC Universal - and to tell you why we believe that Comcast has
been a good partner - and why the dynamics of the video business, in our opinion, will encourage Comcast to
continue to be a good partner following its merger.

First, to give you some perspective on what it means to be an independent content provider in today's cable
landscape, and some perspective on the audience we uniquely serve, let me provide you with some background
on Outdoor Channel. Our network is the quintessential independent programmer. We were originally founded in
1994 by a family of outdoor enthusiasts as a programming service for other enthusiasts. In the last 16 years, we
have grown into a profitable, financially stable publicly traded company (NASDAQ: OUTD) with annual revenue in
excess of $75 million.

Outdoor Channel features quality programming designed to educate and entertain outdoor enthusiasts of all skill
levels. We promote the traditional outdoor activities that are a vital part of our national heritage including fishing,
hunting, shooting sports and other outdoor adventures. Our programs are designed to appeal to enthusiasts of all
ages with a focus on activities that the entire family can enjoy in the great outdoors. Outdoor Channel promotes
the spirit of conservation in all of our programs, emphasizing responsible hunting, fishing and habitat
maintenance. We also broadcast programs that highlight conservation and preservation initiatives, helping
outdoor enthusiasts understand the importance of maintaining and improving our lands. According to Nielsen
Media Research, we serve approximately 36 million cable, satellite and telco subscribers in both rural and urban
communities around the country.

It is important to emphasize that the key to our success as an independent network is that we have continued to
invest heavily in our business. Our ongoing investments in compelling programming that includes the best and
brightest celebrity talent, innovative formats like High Definition (HD) and Video on Demand (VOD) and building a
robust digital presence has made our growth possible and enabled us to maintain our leadership position. We
have also heavily invested in branding, marketing and research to support our sales and marketing efforts.

Against that background, let me turn to Outdoor Channel's relationship with Comcast. Comcast has been an
important partner for us, and our relationship has been mutually beneficial. Given my experience in the cable
television industry. I can attest that with Comcast, our carriage negotiations, back office functions and day to day
dealings have always been reasonable and forthright.

Outdoor Channel relies on cable distributors like Comcast to provide household delivery in two ways. First, we
look for Comcast to carry our network in the greatest number of cable systems possible. Comcast evaluates the fit
for each network on a market specific basis and is under no obligation to carry Outdoor Channel in every market it
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serves. With that carriage flexibility in mind, we are pleased to be carried in most of Comcast's markets around
the country. In the markets where Outdoor Channel is available on Comcast's channel line-up, Outdoor Channel
reaches approximately 30% of the total potential subscr'lbers.

Second, Outdoor Channel provides Comcast the latitude to package Outdoor Channel in ways that best serve
their markets and business objectives. Over the past two years, in recognition of Outdoor Channel's broad appeal
and program quality improvements, Comcast has repackaged our network to more highly penetrated packages
that reach substantially greater numbers of potential viewers.

Comcast, like other distributors, has seen the value of Outdoor Channel increase over time. They have
recognized that our network is more than a concept - 'It'S a proven, sustainable entity. As we've grown our
business, we've proven that we are filling a critical content void in the market, and we have staying power.
Considering Outdoor Channel's growing base of viewers, high-quality programming and innovative formats like
HD, Comcast has continued to give us additional opportunities to bring our network to new markets.

We were particularly pleased to see the interest we were receiving for upgraded packaging at the local system
level supported at Comcast's corporate office where these decisions are Ultimately approved. We have invested
in staffing a professional field sales force and we were gratified to see the benefit of this investment, coupled with
our commitment to best in class programming, paying div'ldends in the form of increased subscriber growth. We
are encouraged that continued investment in first-rate content, advanced technology such as HD, and innovative
marketing partnerships will continue to be recognized with additional growth opportunities for our networks
throughout Comcast's systems.

Additionally, Outdoor Channel looks toward distributors like Comcast to be strong marketing partners. Each year,
we run two network consumer promotions: Spring Fever and Gear Up & Go. The purpose of these sweepstakes
based promotions is to enhance our brand's awareness and increase viewership and consumer engagement
During these promotions, we partner with cable affiliates, ask'lng them to run promotional television spots on their
systems to increase sweepstakes enrollment and programming tune-in. Historically, Comcast systems have
participated heavily in these promotions. For the 2009 Gear Up & Go promotion, Comcast systems representing
over 4 million subscriber households participated. These Comcast systems ran promotional television spots
valued in excess of $1.5 million which in turn helps us to 'Increase viewing which drives our advertising sales
business.

In line with our belief in the compelling logic of thoughtful, sustainable independent programming, we have taken
note of the "Comm'ltments" Comcast and NBCU have made in their testimony to legislators as guarantees of their
post merger intentions. We are especially encouraged by Commitment #13 - "Carriage for Independent
Programmers." We applaud the concept behind that commitment of adding new independently owned and
operated channels to Comcast's digital lineup. At the same time, as one of the few true independents operating
today, we frankly would like to see that commitment modified to include granting broader distribution to proven
independents whose programming capabilities and financial stability are already established.

In closing, I would like to draw the Chairman's attention to another aspect of our relationship with Comcast that
we believe speaks to a larger sense of that company's progressive attitude toward programmers and to its role as
a supporter of the social responsibility initiatives that are dear to us and our viewers. Outdoor Channel
participates in dozens of community initiatives each year. Together with our local distribution partners in markets
across the country, we organize events to highlight and benefit conservation-related causes and mobilize outdoor
enthusiasts to make a positive impact on their communities.

Comcast has become a major partner for us in local markets as we develop, organize and participate in
community campaigns in their systems' territories. One recent example was in Chattanooga, Tennessee where
Outdoor Channel, Comcast Chattanooga and the Chattanooga Chapter of Safari Club International (SCI), teamed
up with the Chattanooga Community Kitchen for the area's first annual "Sportsmen Against Hunger" event This
event was held this past October when local outdoor enthusiasts joined together to serve meals to the hungry.
Together, we fed more than 300 people with donated food from local area residents. We can cite dozens of other
similar local community examples, including our sponsorship with Comcast for the Eastern Sports & Outdoor
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Show, which attracted more than 800,000 outdoor enthusiasts and provided a significant economic boost for the
host city of Harrisburg, Pennsylvania as well as the thousands of retailers associated with the event.

With our long history working with Comcas!. we have no doubts about its commitment to serving the public
interest and working with independent programmers like Outdoor Channel. We've negotiated with Comcast for
carriage in the past and expect that under this combined company, our carriage relationship will remain intact and
unobstructed, and in no way impact any potential future negotiations. We expect the same as it relates to our
community service initiatives and only hope that under a merged entity there will be additional new opportunities
to develop and distribute Outdoor Channel content on Comcast Systems.

Sincerely,

7l/t/;/
Roger L. Werner
President & Chief Executive Officer
Outdoor Channel

3


